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Advertising 


‘Ad Techniques: Attracting More Customers 
Is as Easy as A-B-C,"’ Murray Raphel (January, 
p. 46). 


“Ad Techniques: Cut Along the Dotted 
Line....""Murray Raphel (March, p. 34). 


*‘Ad Techniques: Do Your Ads Fail To Nail the 
Sale?’’ Barry Biederman (July, p. 33). 


“Ad Techniques: How ‘Swede’ It Is To Play the 
Stock Market,'’ Murray Raphel (November, p. 
45). 


“Ad Techniques: A Picture is Worth a Thou- 
sand...’"Murray Raphel (August, p. 28). 


“Ad Techniques: Tasteless Ads Can Sink Holi- 
day Promotions,’’ Murray Raphel (December, 
p. 39). 


“‘Ad Techniques: If You Believe Them, Clap 
Your Hands....""Murray Raphel (June, p. 42). 


“‘Advertising’s New Message Centers on Long- 
Term Campaign Consistency," David J. Coons 
(September, p. 50). 


‘‘Marketing News: Controversial Florida Ad 
Tax Stirs New Strategies for Banks,"’ (August, 
p. 48). 


“Industry Perspective: Stress Clarity Before 
Creativity in Home Equity Ads," David Cohen 
(May, p. 54). 


**‘Leave the Funny Business to Comedians,"’ 
Murray Raphel (May, p. 26). 


“Will Cable TV Tie Into Your Target Au- 
dience?”’ Vicki Riggs (June, p. 22). 


Advertising Agencies 
‘*‘Marketing News: Mergers Threaten Bank/Ad 
Agency Relations,”’ (July, p. 42). 


‘Productive Bank/Ad Agency Ties Depend on 
‘Learning Curve,’ "’ David S. Hodges (August, 
p. 14). 

ATMs 


‘‘Making Your ATM Programs Come Alive,” 
Catherine L. Bond (August, p. 10). 


Automated Clearing 
Houses 


‘With Planning Even Small Banks Can Cor- 
ner a Piece of the ACH Market,"’ Robert L. 
Helstrom (August, p. 18). 


Banking Advisors 


‘‘Hoosier Banker Takes to the Airwaves as In- 
dustry Advocate,” Lizbeth Lemke (April, p. 30). 


Boat Loans 


“KeyCorp Finds the Right Wind in Niche Len- 
ding Seas,"’ Richard A. Moiyneux (June, p. 20). 


1987 
Index of Articles 


Community Banks 
‘Being Accessible Goes a Long Way,” Robert 
M. Taylor (October, p. 24). 


“Community Bank Dilemma—Can It Keep 
Pace in a Fast-Changing Market?” Don Wright 
(October, p. 25). 


Credit Cards 


“Community Bank Strategies: Smart Banks 
Spin Credit Cards Into Golden Opportunity,” 
Justin L. Moran (April, p. 10). 


“Hoosier Bankers ‘Sound Off’ on Bank 
Cards,"’ Austin Weber (December, p. 34). 


Customer Communications 


“Competitive Banks Capitalize on Customer 
Complaints,’ Sharon Hanes Brown (February, 
p. 20). 


“Monthly Statements Trumpet ‘Relationship’ 
Era,”’ Anita K. Hersh (December, p. 30). 


Customer Information Files 


“Community Bank Strategies: The Key to 
New Business Is in Your Files,’’ Ira Nathanson 
(October, p. 12). 


“Customer Information Files Prove Highly 
Valuable in Mergers and Acquisitions," 
Richard H. Pocock, Jr. (September, p. 70). 


Customer Publications 
**Marketing News: Good Newsletters Reflect 
Bank’s Market Objectives,"’ (April, p. 54). 


‘“‘Marketing News: Newsletter Adapts ‘USA 
Today’ Look,"’ (September, p. 100). 


Delivery Systems 


“A Sleeping Electronic Banking Giant Begins 
To Stir,"’ Stephen S. Cole (October, p. 32). 


Desktop Publishing 


“Desktop Publishing—Revolution or Evolu- 
tion,’’ Frank J. Romano (June, p. 14). 


‘‘Wheeling Bank Harnesses PC Power To Cut 
Time, Expenses,” Christopher C. Fowler (June, 
p. 18). 


Direct Mail 


‘Focus on Research: Marrying Direct 
Response Analysis and Marketing Research,” 
Diane R. Bruhl (November, p. 14). 


“For Better Direct Mail Results, Don't 
Overlook Accurate Measurement,"’ John V. 
Felvey (September, p. 66). 


“Put the Stamp on Direct Mail with These 14 
Steps," Richard Siedlecki (June, p. 22). 
Directory of Services 


“1987 Directory of Financial Marketing Ser- 
vices,"’ (July, p. 1A). 


eo 


Employee Motivation 


“Sales Management Update: Bolster Self- 
esteem To Build Better Salespeople,” Judith 
A. Pennington (September, p. 14). 


Financial Planning 


“Take a Fresh Look at Financial Planning and 
Forge New Alliances,"’ Harold F. Chorney (May, 
p. 29). 


Future of Banking 


“Industry Perspective: Banking’s Future 
Depends on Service, Customer Support," 
Thomas P. Rideout (September, p. 96). 


‘Marketing News: Future Financial Services 
Landscape Will See Small ‘Niche’ Banks 
Thrive,"’ (July, p. 42). 


Golden Coin Awards 


“‘New Zealand Bank Takes Top Spot," (Oc- 
tober, p. 44). 


Grand Openings 


‘“‘MBank Promotion Send Consumers 
Scrambling,"’ Glenna M. Wandling (April, p. 
38). 


*‘Marketing News: ‘Loan Sale’ Promo Results 
in Sales Surge at Idaho Bank,"’ (May, p. 45). 


House Publications 


‘‘Marketing News: Staff at N.Y. Bank Pens 
Low-Cost Newsletter,”’ (February, p. 38). 


Hispanic Market 


“Targeting the Elusive, Yet Lucrative 
Hispanic Market,’’ Naghi Namakforoosh 
(November, p. 36). 


Image 
“‘Ad Techniques: Do ‘Feel Good’ Image Ads 
Really Work?” Barry Biederman (May, p. 34). 


‘*‘Marketing News: Denver Thrift’s Image Shift 
Aimed at Young Families,"’ (May, p. 44). 


‘*‘Marketing News: Idaho First Campaign Of- 
fers Incentives to All Employees,"’ (August, p. 
50). 


“S.C. Thrift Finds Down Home Appeal With 
Grassroots Ad Campaign,’’ Mike White 
(August, p. 24). 


Individual Retirement 


Accounts 


“Community Bank Strategies: Tax Reform 
Calls for Revised IRA Marketing Plan,"’ Gary 
H. Raddon (March, p. 6). 


Insurance 


“Industry Perspective: Insurance Crisis Af- 
fects the Entire Banking Industry," Mark S. 
Serepca (February, p. 24). 


DECEMBER 1987 BANK MARKETING 57 


“iid ee 4 | 7 eee oe : ° oo rom ile 
\ aA v eye oz ‘2 ; r - count RS te 5 
BESS EBB eeeeeees Be 
\@ ae 
| BSBaEBEBESBEeEHESBEHESBEHREHEBaEE SB | oa 
es ee ee * 
: — Po . 
SS es — 
; eh 
ig om 
 § PO Po PY ' ee 
V3 Po oh 
rt 1. oo? 
a ake: 
| PY as Pe \ ee 
| — Po at 
: an a Po ae 
4 Pe “44 
| Pe ie 
od eS ay 


Legislation 


“Industry Perspective: Agriculture Crisis 
Demands Long-term Solutions,’ George 
Cleland (April, p. 57). 


“Industry Perspective: Congress, Are You 
Listening?” David Cohen (January, p. 6). 


the Moratorium,"’ George Cleland (October, p. 
65). 


“Industry Perspective: Stop Sitting Around— 
Take an Active Role in Legislation,"’ David 
Cohen (June, p. 35). 


“‘Mark Olson: Giving New Products a High 
Priority,"’ Lizbeth Lemke (January, p. 38). 


Market Research 


“Focus on Research: Perception Analyzer 
Dials Into ‘Gut Reactions’ "’ Paula Urness (Ju- 
ly, p. 10). 


“Mix and Match Approach Works Best on 
Research,"’ Sandra G. Carcione (January, p. 
18). 


“More Demand, Fewer Job Opportunities 
Face Researchers,’ Donald D. Christenson, 
Robert Esters, and George M. Wagner 
(September, p. 46). 


“National vs. Local Research—Do You Need 
Both?"’ Jack W. Whittle and Daniel C. Beggs 
(January, p. 16). 


“The Other Side: Consumer Watchers Ride 
the Sales Wave With Coke,” Robert C. Goizueta 
(May, p. 66). 
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“Industry Perspective: Goal for Banking: End 


s 


Marketing Trends 


“Ad Techniques: Vive La inancial Revolu- 
tion,’ Murray Raphel (April, p. 40). 


“Can You Survie the Merger Squeeze?" 
Lawrence R. Quinn (December, p. 14). 


“‘Marketing News: CEOs, Marketing Execs Dif- 
fer on Image, Products, PR," (June, p. 38). 


“Community Bank Strategies: Marketing Is 
Not a Part-Time Job,” Cass Bettinger (January, 
p. 8). 


*‘Consumer Dreams Propel Marketing Vision 
at Chase,”’ Timothy McGinnis (March, p. 28). 


“Is It Too Late for Detroit To Teach Banks a 
Valuable Lesson,"’ E. L. Timberman, Jr. 
(November, p. 30). 


“Planning Squeezes More Out of Target 
Groups,” Charles Collins (March, p. 27). 


Merchandising 


‘‘Marketing News: Huntington Experiments 
With Retail ‘Boutiques’ "’ (January, p. 56). 


“‘In-Bank Merchandising Fosters Sunny 
Retail Sales Climate,’’ John C. Ryan (July, p. 
18). 


“Service-Oriented Catalog Helps Seafirst 
Employees Sell,’’ Michael J. Major (February, 
p. 16). 


Middle Market 


“Citytrust Rides High on Low End of Middle 
Market,"’ Murray H. Morse, Jr. (April, p. 20). 


“Use Niches To Pry Open New Accounts in 
Corporate Middle Market," Allan F. Munro 
(April, p. 14). 


Mission Statements 


“Community Bank Strategies: Marketing- 
Driven Banks Thrive on Mission Statements,” 
Cass Bettinger (August, p. 4). 


Mutual Funds 


“Industry Perspective: Mutual Funds Add 
New Dimension, Opportunities for Banks," 
David Cohen (November, p. 52). 


‘‘Mutual Funds—Are You Charting the Safest 
Course?”’ Thomas P. Fitch (May, p. 12). 


“Poor Response to Mutual Funds May Be 
Direct Result of Uninformed Employees," 
Paul I. Kampner (October, p. 34). 


Name Changes 


“‘Apple Name Change Polishes Image for N.Y. 
Thrift,’’ Jerome R. McDougal (February, p. 18). 


“Community Bank Strategies: Is It Time To 
Hang Out a New Shingle?"’ David E. Carter 
(June, p. 4). 


‘‘Marketing News: Naming Product a Beastly 
Task at S.F. Bank,"’ (October, p. 58). 


Point-of-Sale Systems 


“L.A. Bank Finds POS Success Hinges on 
Retailer Needs," Gil Davenport (February, p. 
10). 


Product Development 


***One Stop Banking’ Cements Package Ap- 
proach at Manufactuers Hanover,” Robert J. 
Hutchinson (December, p. 18). 


“Think-tank Approach to Product Develop- 
ment Spawns New Ideas,” Lizbeth Lemke (Ju- 
ly, p. 30). 


Sales Culture 


“Community Bank Strategies: What Do You 
Do When the ‘Dogs’ Won't Hunt?” Ira Nathan- 
son (July, p. 4). 


“The Other Side: Sales Culture at Walmart 
Means Thinking Like Customers,” David D. 
Glass (October, p. 78). 


“The Other Side: Without Sales Emphasis, 
Profit-Driven Marketing Won't Work,”’ 
Stanley Marcus (June, p. 52). 


“Sales and Service Cultures are 
Interchangeable—Not Mutually Exclusive,” 
Michael N. Trigg (September, p. 30). 


Sales Incentives 


“Cash-Less Incentives—Another Way to 
Reward Performance,"’ Nancy Grden-Ellson 
(July, p. 14). 


“Community Bank Strategies: Commission- 
Based Programs Reap Cross-Selling 
Benefits,’’ Jack W. Whittle (May, p. 4). 


“Sales Management Update: A Little Incentive 
Can Go a Long Way,” James J. Hubbard (June, 
p. 8). 


Sales Management 


“Does Your Sales Program Whet the Con- 
sumer Appetite?” Michael R. Bowers, D. Layne 
Rich, and Everett S. Wallace, Jr. (March, p. 18). 


“‘Marketing News: Branch Managers Still 
Spend Minimal Time on Sales Duties,” (June, 
p. 37). 


“Sales Management Update: Banking and 
Sales are Not Mutually Exclusive,"’ Jack 
Eastman (February, p. 6). 


“Sales Management Update: Constant Care, 
Feeding Nurture Customer Sales Reps,” 
Laurie J. Allen (July, p. 6). 


“Sales Management Update: How to Discover 
People Who Have What It Takes To Sell,”’ 
Scott I. Corwin (November, p. 10). 


“Sales Management Update: When Customers 
Are Put First, the Rest Falls Into Place,” 
Gerald S. Jones (December, p. 12). 


“Sales Management Update: Personal Produc- 
tion Goals Boost Sales Output,”’ Barbara San- 
filippo (August, p. 6). 


“Sales Management Update: Profiling Max- 
imizes Employee Sales Potential,’’ Robin W. 
Pratt and Tricia Faulkender (January, p. 10). 


“Sales Management Update: A Winning Sales 
Pitch Starts With Good Coaching,” Judith A. 
Pennington (May, p. 8). 


Sales Training 


‘‘Marketing News: Ohio Bank Mixes Selling 
With Fun and Games,”’ (September, p. 101). 


‘*Marketing News: Product Knowledge ‘Game’ 
Pays Off at CCNB,"’ (June, p. 36). 


“Private Banking Services Won't Sell Without 
Well Trained Employees,"’ James V. Veccia 
(November, p. 22). 


“Sales Management Update: Sales Training 
Builds Customer Satisfaction,"’ William B. 
Rabourn, Jr., Stephen Parker, and Gene Brown 
(March, p. 12). 


“Sales Management Update: Tellers And the 
One Minute Sales Manager,"’ John A. Pratt 
(April, p. 12). 


“Sales Management Update: Training Makes 
the Difference at Westamerica,’’ Meade C. 
Camp (October, p. 14). 
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“For a Captivitating Sales Training Tool, 
Turn On the TV,"’ Andrew M. Perler (March, p. 
24). 


Senior Citizens Market 


‘*Focus on Research: Not All ‘Seniors’ Are the 
Same,’’ Wendy Huck (June, p. 12). 


“‘Seniors—The Rising Stars of Relationship 
Banking,"’ Jim Schneider (January, p. 42). 


“Strategic Offensive At Bank IV Wins Local 
Battle in ‘Senior Wars’'’ Laurie Carney 
(September, p. 52). 


Service Marketing 


‘Focus on Research: Don't Always Call Them 
‘Products,’ *’ Michael D. Wiley (September, p 
16). 


“Service Customers Before They Run the 
Other Way,"’ Laura A. Liswood (November, p. 
24). 


Service Quality 


“Ad Techniques: A _ Little Service, 
Please...’"Murray Raphel (September, p. 92). 


“Community Bank Strategies: It’s Time to 
Stress Quality Personal Service,"’ Douglas R. 
Hanks (February, p. 4). 


“Community Bank Strategies: Quality 
Service—A Low-Cost Profit Strategy,"’ Gary H. 
Raddon (September, p. 10). 


‘*Focus on Research: Take an Active Role in 
the Quality Crusade,"’ George M. Wagner 
(August, p. 8). 


“Industry Perspective: Listening Fosters 
Trustful Relationships,’’ David Cohen (March, 
p. 50). 


‘‘Marketing News: Service, Not Hard Sell, 
Grabs More Repeat Retail Business,” (April, p. 
52). 


‘‘Marketing Serves as Primary Catalyst 
Behind Quality Service,"’ Robert L. Stevens 
(September, p. 24). 


“The Other Side: At Ford, Quality Service 
Pumps Up a ‘Flat’ Image,"’ Fred Wuellner (Ju- 
ly, p. 52). 


“Service Guarantee Program at B of A Pro- 
motes Customer Satisfaction,"’ John T. Cox 
(January, p. 30). 


Shopping Centers 


‘‘Marketing Update: Texas Financial Adver- 
tisers Find Niche in Mall Outlet,"’ (March, p. 
48). 


Strategic Planning 


“Community Bank Strategies: To Outsmart 
the Competition, Try a Little Strategic Plan- 
ning,’ Sarah L. Layton (November, p. 7). 


‘‘Market-Driven Banks Translate Strategic 
Goals Into Sales Plans,” M. J. Rankin (April, 
p. 26). 


“Road Map To Growth Lies in Planning,” Ran- 
dall A. Killebrew (October, p. 31). 


Telemarketing 


*‘No Phone-y Sales Pitch Here: Outbound Call- 
ing at Bank IV Taps Established Customer 
Base,”"’ Janis Friesen (May, p. 20). 


“Top Management Commitment Sparks 
Telemarketing Success,” Jeffrey C. Wooden 
(January, p. 24). 


be 


Trust Services 


‘Trust Operations Expand Traditional Roots 
While Stressing Profitability, Robert T. 
Johnson (September, p. 36). 

‘Trust Services—Time for a Fresh Approach 


to Product Design,"’Frank Roth (November, p. 
20). 


! TIMES JOURNAL 
TELEMARKETING 


#88] AMERICAS PREMIER 
TELEMARKETER 


e 25 years experience 


e 500 fully automated 
outbound telephones 


e Business & consumer 
e National coverage 


e Where reliability, integrity 
and performance count. 


Call Charlie Kevis 


800-624-9946 


Times Journal 
Telemarketing 
Springfield, VA 22159 
In VA call (703) 642-7333 
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Women’s Market 
“Ad Techniques: Swedish Banks Branch Out 
to Women,"’ Murray Raphel(October, p. 57). 


‘Marketing News: Wisconsin Bank Forms 
Women's Advisory Councils,"’ (March, p. 46). 


FOR SALE 


Quite possibly the world's 
biggest banner. 84’ x 70’ 

Used once filming spectacular 
TV commercial. 12-ft. high 

red letters on white rayon. 
Available now in Salt Lake City. 
Contact: Doug Jewett, Sr. V.P. 
Marketing {801) 350-7030 


ma 
: 


How to Make Marketing Come 
Alive at Your Bank! 


How good is your bank’s marketing? Do you have the marketing 
"know-how’ to plan a successful strategy to compete effectively? Is 
— market share all you want it to be? Could your bank also 


enefit by: 


= improved promotional techniques 
= a better trained sales staff _ 

= competitive pricing strategies 

= established marketing objectives 


If the answer is YES, BMA’s Southeastern Essentials of Bank 
Marketing School at the University of Georgia -- March 7-11, 1988 -- 


can help! 


For further information, write or call the BMA Schools Department 
at 309 West Washington, Chicago, IL, 60606 -- 312/782-1442. 
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